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Abstract: This paper seeks to identify what are the main determinants of the consumer’s intentions to 
shop  medicaments  online  in  Czech  Republic;  grounded  mainly  on  theoretical  models  such  as 
Technology Acceptance Model this research specifically aims to identify whether there are relations 
between  these  intentions  and  perceived  usefulness,  perceived  ease  of  use,  perceived  risk,  past 
experience, consumer trust and consumer social norms. Second goal is to identify whether there are 
differences in intentions to buy medicaments online among the main demographic groups based on 
age, gender, income and education in Czech Republic. The questionnaire survey method was used.  
Data collected were analysed using correlation and regression analysis to determine the significance 
of the relationship between the respective variables. Demographic group’s differences were analysed 
using t-test and analysis of variance. The results showed that the significant relations exist between 
consumer’s  intention  to  shop  medicaments  online  and  all  examined  variables  in  Czech  Republic. 
Multiple regression analysis of the model has shown that only perceived risk and perceived usefulness 
are the significant predictors for intention. There are no significant differences among the demographic 
groups based on age, gender, income and education.  
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1.  Introduction 
1.1  Background 
Over the past two decades Internet emerged as a selling and distribution channel that can be ignored 
by  neither  consumers  nor  the  distributors  and  retail  chains.  As  such  it  attracted  the  attention  of 
researchers, who, among other topics, investigate the consumer’s intention to use Internet as a place 
where to acquire goods and what drives this intention.   
From  the  perspective  of  an  average  individual  consumer  it  seems  that  some  products  are  more 
suitable to be sold online for various reasons and other products less suitable. The existing research 
supports this hypothesis (eg. Kwak et al. (2002), Poon & Joseph (2000)).  Typical products marketed 
through Internet are CD’s, books, various entertainment, computer and electronics, travel service such 
as airline tickets etc. Drugs (both prescribed and OTC) are another product segment available to buy 
online.  
There  is  great  deal  of  research  focused  on  various  aspects  of  online  consumer  behaviour  and 
consumer’s  attitudes  towards  buying  various  products  online.  Unfortunately,  considerably  less 
attention  draw  the  researchers  specifically  to  online  marketing  of  drugs.  Research  on  consumer 
behaviour towards online pharmacies is scarce, confirms Büttner et al. (2006). It can be assumed that 
research findings on online consumer behaviour and related intentions and attitudes in general can be 
applied to the specific products such as medicaments, but little research is focused specifically to the 
retail selling and distribution of medicaments to find support for this assumption. Rajamma & Pelton 
(2009), Wiedman et al. (2010) and Büttner et al. (2006) could stand as examples of pieces of research 
focused directly on various aspects of online distribution of medicaments.  
Although  it’s  the  law  not  to  sell  the  prescribed  drugs  over  the  Internet  in  Czech  Republic,  online 
pharmacies emerged in Czech Republic recently. They sell OTC drugs and related products, food 
supplements such as vitamins and special cosmetics, which is fully legal. These online pharmacies (i) JAN SVORC 
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emerged  from  existing  chains  of  brick-and-mortar  pharmacies,  (ii)  are  subsidiaries  of  international 
chains or (iii) are newly established.  
Rare statistics covering specifically the online pharmacies seem to exist. IMS Health (Valerián, 2011) 
states that Czech pharmaceutical market has CZK 50 mld. (measured in ex-factory prices) in 2010. 
This figure includes both retail and the sales for hospitals. Parker (2009) estimates that Czech online 
health and pharmacy-related products market has potential of 18,5 (USD million) in 2009 with the 
outlook of circa USD 30 million in 2015. It takes 1,44% of European market and 0,39% of the global 
market in 2010 (Parker, 2009).     
Based  on  Czech  Statistical  Office  (2009)  only  2,1%  of  individuals  older  than  16  years  ordered  
a medicine related product online (it was the least share out of the watched items being shopped 
online). Based on this statistics clothes, footwear, fashion, books, magazines, textbooks, electronics 
and cosmetics were the major products categories sold online.  
1.2  Aims and objectives 
The fact the shopping medicaments online doesn’t currently enjoy much popularity among consumers 
doesn’t necessarily mean that there are no intentions to do so in future. This research is all about this 
consumer intentions and by what they are determined. No research related specifically to drivers of 
Czech consumer intentions to buy medicaments online was identified. However the understanding of 
what determines the consumer’s intention to buy in online pharmacies would be valuable for retailers 
as well as for the public policy makers.  
This piece of research aims to fill this gap in existing research and try to offer a picture of these 
determinants. Specifically it aims to find the answer to two broad research questions: 
  Based on theoretical models what are the main determinants of the consumer’s intention to 
shop medicaments on-line in Czech Republic?  
  Do the consumer intentions to shop medicaments on-line differ with the main demographic 
factors in Czech Republic?  
As the percentage of people actually buying the medicaments online is as low as mentioned above, 
this paper doesn’t examine the relationship between intention to shop medicaments online and actual 
shopping  behaviour,  although  the  theoretical  models  used  suggest  so.  This  is  the  topic  for  other 
research.  
2.  Literature review 
2.1  Medicaments as product to be sold online 
Medicaments don’t stand as typical products marketed via Internet. For the purpose of this paper the 
term medicaments (or medication) mean original branded or  generic drugs and food supplements 
(such as vitamins etc.) fully registered and controlled by the responsible national authority.  
Based  on  Phau  &  Poon  (2000),  products  and  services  that  have  a  low  outlay,  are  frequently 
purchased, have intangible value proposition, and relatively high on differentiation are more likely to 
be purchased via the Internet. Although medicaments have some of the proposed characteristics and 
purchase medicaments online can be very beneficial for consumers in terms of service and prices 
(Arruñada, 2004), there are also serious risks to consider, for example risks associated with rogue 
sites and the threat of escape the conventional system of regulation with dual control by both doctor 
and pharmacist (Arruñada, 2004). Büttner (2006) mentioned the risk that consumer’s health might be 
jeopardized by counterfeit medications bought online and sensitive health-related information may be 
passed on illegally. Clearly, the medicaments as a product category are associated with some risks 
and these risks may prevent earlier and wider expansion of online pharmacies in Czech market. 
2.2  Basic models to understand and predict consumer behaviour 
Based on Keen et al. (2004), the “Theory of Reasoned Action”, the “Theory of Planned Behaviour” and 
the “Technology Acceptance Model” have all been widely used as the basis for gaining insights into 
the  variables  that  are  most  likely  to  influence  a  consumers’  intention  to  shop  in  general  (not 
necessarily online). These models are used as theoretical frameworks to study the antecedents of 
intentions to purchase medications online in this paper.  CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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The  Theory  of  Reasoned  Action  (also  referred  to  as  “TRA”)  was  developed  by  Fishbein  &  Ajzen 
(1975). Based on this theory individual voluntary behaviour is driven by behavioural intentions. These 
intentions are jointly determined by this individual’s  attitudes toward that behaviour and subjective 
norms. Attitude is defined as an individual’s positive or negative feelings about performing the target 
behaviour (Fishbein & Ajzen, 1975). They are beliefs about likely outcome of the behaviour. Based on 
Ajzen  (1991)  attitude  towards  certain  behaviour  refers  to  the  degree  to  which  a  person  has  
a favourable or unfavourable evaluation or appraisal of the behaviour in question. According to Li & 
Zhang (2002) attitudes towards online shopping as a factor refer to consumer psychological state in 
terms of making purchases on the Internet.  
Subjective norm is referred to “the person’s perception that most people who are important to him 
think  he  should  or  shouldn’t  perform  the  behaviour  in  question”  (Fishbein  &  Ajzen,  1975).  The 
subjective norms are hence based on the reference belief. Fishbein & Ajzen also remarked that both 
factors  aren’t  weighted  equally  in  predicting  behaviour.  The  following  figure  shows  the  TRA 
graphically. 
 
Fig. 1: Theory of Reasoned Action (Source: Fishbein & Ajzen (1975)) 
The authors states that the behavioral intention may lead to behavior only if the behavior in question is 
under volitional control. It means if the person can freely decide whether to perform or not to perform 
the behavior (Ajzen, 1991). Purchasing medications online as behaviour meets this criteria quite well. 
Theory of planned behaviour (also referred to as “TPB”) (Ajzen, 1991) is later adaptation of TRA and it 
aims to answer the same question; shat drives the individual’s behaviour. TPB is shown graphically by 
the following figure. 
 
Fig. 2: Theory of Planned Behaviour (Source: Ajzen (1991)) JAN SVORC 
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This model extends the TRA and adds one independent determinant of behaviour intention; perceived 
behavioural control. In fact, TPB differs from TRA in its addition of the perceived behavioural control, 
wrote  Ajzen  (1991).  Ajzen  (1991)  states  that  perceived  behavioural  control  refers  to  people’s 
perception of the ease or difficulty of performing the behaviour of interest and it’s assumed to reflect 
past experience as  well  as anticipated  impediments and  obstacles. It also means that  individual’s 
behaviour  is  strongly  influenced  by  his/her  confidence  in  their  ability  to  perform  it.  Perceived 
behavioural control can (and usually does) vary across situations and actions (Ajzen, 1991). 
Generally, the more favourable the attitude and subjective norm with respect to behaviour, and the 
greater the perceived behavioural control, the stronger should be an individual’s intention to perform 
the behaviour in question (Ajzen, 1991). Same as in case of TPA, the relative importance of attitude, 
subjective norm, and perceived behavioural control in the prediction of intention is expected to vary 
across behaviours and situations (Ajzen, 1991). 
Following to TRA and TPB Davis (1986) offered Technology Acceptance Model (also referred to as 
“TAM”)  in  his  doctoral  dissertation.  The  model  is  the  adaptation  of  the  two  previous  models  for 
explanation of particular behaviour – the use of technology. TAM is well established, powerful and 
robust model for predicting user’s technology acceptance (Venkantesh & Davis, 2000). The following 
figure shows the model reprinted from the later research paper (Davis et al, 1989). 
 
Fig. 3: Technology Acceptance Model (Source: Davis et al. (1989)) 
According to Davis et al. (1989), the model provides the explanation of determinants of computer 
acceptance. The model is general and capable of explaining user behaviour across a broad range of 
end-user computing technologies and user populations. The determinants of technology acceptance 
are perceived usefulness and perceived ease of use. According to the model, the influence of external 
variables,  (such  as  trainings,  system  development,  system  characteristics  etc.)  to  attitudes  and 
intentions  is  mediated  by  both  these  determinants.  The  model  also  proposes  that  perceived 
usefulness is also influenced by perceived ease of use, because the easier the system is, the more 
useful is to the user (difficult systems are useless because the user doesn’t know how to work with 
them). Perceived usefulness is thus a primary determinant, while ease of use is a secondary one.      
Although the e-commerce in the today’s sense didn’t exist at the time the model was developed, it’s 
useful to explain some of the determinants of user’s adoption of Internet in such a narrow field as 
purchasing pharmaceuticals online. TRA can also be used to explain the consumer online behaviour 
(Taylor  &  Todd,  1995). While  TRA  and  TPB  are  general  models,  TAM  is  an  application  of  these 
models  to  a  certain  type  of  behaviour  –  technology  usage.  As  e-commerce  is  basically  all  about 
technology use, this model is particularly important to study what determines the attitudes towards 
purchasing medicaments on-line and the consumer intentions to buy medicaments online.  
The extended TAM (also referred as “TAM2”) is an extension of TAM made by Venkantesh & Davis 
(2000). It incorporates other variables. Following figure shows the model graphically. CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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Fig. 4: Extended Technology Acceptance Model (Source: Venkantesh & Davis (2000)) 
The model shows many influences, out of which some of them are relevant for this research. Based 
on this model intention to technology use is driven by perceived ease of use and perceived usefulness 
(same as TAM), but also by subjective norm. Adding subjective norm is consistent to TRA and TPB 
and this variable is defined in the same logic. It means that even if the online purchasing is neither 
useful nor easy to an individual, he/she might engage in order to comply with reference group. The 
mixed evidence is available to this topic; while Taylor & Todd (1995) findings support the significant 
effect  of  subjective  norm  on  intention,  Mathieson  (1991)  didn’t.  Venkantesh  &  Davis  (2000)  cite 
Hartwick  &  Barki  (1994)  who  found  that  subjective  norm  has  significant  effect  on  intention  in 
mandatory settings, but not in voluntary settings. In TAM2, voluntariness is also an important variable. 
Both Tam and TAM2 help to formulate the hypotheses below.  
2.3  Implications of the models 
Perceived ease of use refers to "the degree to which a person believes that using a particular system 
would be free of effort" (Davis, 1989). Basically, if the e-commerce web site is perceived as easy to 
use, the intention to purchase online will grow (Bonera, 2011).  Adaptation to our case would be that if 
a consumer perceives the purchase of medications online easy to execute, his/her intention to buy 
medicaments online (which is in fact the technology use) increases.   
Davis  (1989)  defines  perceived  usefulness  as  "the  degree  to  which  a  person  believes  that  using  
a particular system would enhance his or her job performance". Davis (1989) adds the explanation 
that the definition follows the definition of the word useful: "capable of being used advantageously". 
Chiu et al. (2009) defines perceived usefulness as the extent to which a consumer believes that online 
shopping will enhance his or her transaction performance. Definition adapted to our case is that if 
consumer  perceives  buying  medicaments  online  is  advantageous  (quick,  cheaper,  safer,  more 
convenient etc.), his/her indention to buy medicaments online increases. Both perceived usefulness 
and perceived ease of use variables were adapted from Davis et al. (1989) for this research.   
While TAM shows primarily the acceptance of the technology as a working-tool, it has been largely 
applied to e-commerce. Research made by Mangin et al. (2011) used TAM as a framework to study 
the  determinants  of  acceptance  of  on-line  banking.  The  authors  found  strong  support  for  TAM  in 
Canadian banking environment. Lee et al. (2011) found support for conclusion that both perceived 
ease of use and perceived usefulness will have a positive influence on customer online repurchase 
intentions.  Empirical  research  of  Liao  &  Shi  (2009)  suggests  that  the  perceived  usefulness  and 
perceived ease of use have positive impact on consumer attitude towards e-retail business. JAN SVORC 
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Bonera  (2011)  found  support  to  conclude  that  perceived  usefulness  of  the  web  site  causes  the 
increase in intention to buy online. But unlikely previous research, the perceived ease of use, seems 
to be a factor not influencing  the  level of use  of e-commerce. Yulihasri  et  al.  (2011) support that 
usefulness, ease of use, compatibility and security have a significant impact to attitude for shopping on 
internet. 
Based  on  TAM  and  TAM2  models  supported  by  other  mentioned  surveys  and  models,  following 
hypotheses are formulated:    
Hypothesis 1: There is a positive relationship between consumer perceived usefulness and the 
consumer’s intention to shop medicaments online. 
Hypothesis 2: There is a positive relationship between consumer perceived ease of use and the 
consumer’s intention to shop medicaments online. 
Hypothesis  3:  There  is  a  positive  relationship  between  consumer  subjective  norm  and  the 
consumer’s intention to shop medicaments online. 
2.4  Influence of consumer’s past experience 
Past experience doesn’t stand as a separate variable in neither TPB nor TRA. Based on Ajzen (1991), 
attitudes, subjective norms and perceived behavioural control are more explanative. The direct link 
between past experience and intentions was researched (the study of Bentler & Speckart, 1979) and it 
seems now that there is a direct influence of individual’s past experience on intention.  
Generally, prior experiences will strongly affect future behaviour (Kwek et al. 2010). Soopramanien 
(2011) examined the role of experience in the context of online shopping. The author concludes that 
experience with online shopping directly increases the consumer's intention to use the Internet to buy 
products, which hence reduces the degree of scepticism and risk aversion. That, in turn, increases the 
intention to use online shopping.  
Citrin et al. (2000) found that individuals with higher levels of Internet usage are more likely to adopt 
the internet for shopping. Kwak et al. (2002) found supporting evidence for hypothesis that product 
information requests over the web are positively related to the likelihood that a consumer will make an 
online purchase and internet use alone is only partially related to the likelihood that a consumer will 
make an online purchase. 
Liu,  C.  &  Forsythe,  S.  (2010)  remarked  that  consumers  with  more  online  experience  will  more 
consistently use the internet for a variety of shopping purposes. Their findings indicate that users who 
have successfully integrated an innovation (using Internet technology for purchasing) into their lives 
are more likely to continue using the innovation and to use it more extensively. 
Study made by So et al. (2005) shows that people with no previous experiences are more likely to 
reject web-shopping, exaggerating of the security risk involved in web-shopping transactions. 
From the above discussed evidence it seems that past experience with Internet and online shopping 
plays  important  role.  There  is  no  evidence  identified  showing  different  pattern  in  case  of  online 
shopping pharmaceuticals. Hence the following hypothesis is formulated: 
Hypothesis 4: There is a positive relationship between past experience with online shopping 
and the consumer’s intention to shop medicaments online. 
2.5  Consumer’s propensity to risk  
Literature  suggests  that  there  is  the  relation  between  past  experience  with  technology  and  the 
consumer risk perception of online shopping. According to Li & Zhang (2002), customer’s perceived 
risk is an important dimension of consumer attitude towards online shopping. The authors distinguish 
two  main  categories  of  perceived  risk  related  to  the  process  of  online  shopping:  perceived  risk 
associated  to  the  product  or  service  and  perceived  risk  associated  with  the  context  of  online 
transaction (eg. privacy and security risk).  
Liebermann  &  Stashevsky  (2002)  identified  two  central  perceived  risks  that  have  crucial  effect  on 
Internet  users:  Internet  credit  card  stealing  and  supplying  personal  information.  The  latter  is 
particularly  important  to  our  case,  because  drugs  consumption  is  largely  based  on  the 
recommendation  and  consent  of  a  general  practitioner,  medical  specialist,  pharmacists  etc.,  who 
provides with the detailed information, usually face-to-face.  CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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Büttner et al. (2006) provides interesting insight because their research on product and retailer risks is 
focused  on  online  pharmacies.  They  concluded  that  higher  product  class  risk  fosters  information 
search on the website, whereas retailer class risk only becomes important if product class risk is high. 
Kwak et al. (2002) indicated that risk taking tendency is positively linked to overall web purchasing as 
well as in several individual examined product categories. The study of Wang et al. (2006) indicated 
that privacy, safety, and product quality were the most critical concerns of on-line consumers. Based 
on authors it contradicts the conventional viewpoint that cost and convenience are the key concerns 
for consumers shopping on-line. Bonera (2011) concluded that although the online purchase intention 
is influenced by the construct of playfulness in the first instance, it is closely followed by the perceived 
security  and  usefulness.  Liao  &  Shi  (2009)  concluded  that  perceived  risk  has  a  significant  and 
negative effect on consumer attitude towards e-retailing. 
Van Noort et al. (2007) remarked that  consumers’ risk perception  is more than just a motive that 
underlies decisions to shop in an online or a conventional store; online shopping evokes prevention-
focused consumer self-regulation. The authors also reports that experienced online shoppers do not 
stop perceiving the Internet as a risky shopping channel. 
Soopramanien (2011) states that experience and increased exposure to technology usually involves 
the accumulation of more and better knowledge that, in turn, may lead to a reduction in the perception 
of the risks involved. Miyazaki & Fernandez (2001) concludes similarly; there is the evidence that 
higher level of Internet experience may lead to lower risk perception regarding on-line shopping and 
fewer specific concerns regarding system security and online retailer fraud. On the other side, privacy 
was a greater concern for consumers with longer periods of experience; accumulation of experience 
may lead to higher concerns regarding privacy issues, the authors suggest. 
Product  risk  of  medicaments  sold  on-line  can  potentially  be  quite  high  because  of  its  nature. 
Medicaments are quite easy to imitate, fake imitations of commercially attractive medicaments (eg. 
Viagra)  are  sometimes  offered  in  Internet.  For  an  average  online  consumer  it  can  be  uneasy  to 
differentiate fakes from original products; information asymmetry between patient-consumer on the 
one side and physicians and producers on the other side is generally very high. That is the reason 
why the pharmaceutical production and distribution is subject to heavy regulation. Despite to its simple 
look,  a  pill  might  be  a  quite  sophisticated  thing  taking  many  years  of  research  and  development. 
Hence, some medicaments might be tremendously expensive.  
Poon & Joseph (2000) found that product characteristics alone might not have significant influence on 
Internet  commerce  benefit.  On  the  contrary,  based  on  Bhatnagar  et  al.  (2000)  features  such  as 
technical complexity and high price increase the product risk and the likelihood of purchasing on the 
Internet decreases with increases in product risk. There may be high number of people, who normally 
shop on-line, but keep afraid of purchasing medicaments online due to the high product risk. Hence 
the  purchasing  of  medicaments  over  the  Internet  is  rather  risky  and  the  hypothesis  could  be 
formulated as follows: 
Hypothesis 5: There is a negative relationship between perceived risk of online shopping and 
the consumer’s intention to shop medicaments online. 
2.6  Consumer trust 
In hand with past experience with Internet and risk propensity is the consumer trust. Morgan and Hunt 
(1994) defined trust as a belief in a person’s competence to perform a specific task or expectancy that 
the promise of an individual can be relied on. Based on Kimery & McCard (2002), trust is customers’ 
willingness to accept weakness in an online transaction based on their positive expectations regarding 
future online store behaviour. Trust is a critical aspect of online shopping (Gefen, 2000).  
Gefen et al. (2003) examined the link between TAM and the consumer trust. The study shows that 
experienced consumers' intentions to transact depend on both trust and the determinant defined by 
TAM  (perceived  usefulness  and  perceived  ease  of  use).  The  study  also  suggests  that  perceived 
usefulness is a stronger predictor than trust (at least for experienced consumers).  
The study of Becerra & Korgaonkar (2011) confirms that to understand shoppers’ online intentions, the 
simultaneous effects of the product, brand, and vendor trust beliefs must be considered. The authors 
proved the significance of the influence of brand trust beliefs (expectations, based on characteristics of 
the object of trust, about outcomes dependent on the behaviour of the object of trust – competence, 
benevolence,  integrity  and  predictability)  on  online  intentions  (mostly  by  influencing  intentions  to JAN SVORC 
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purchase). The influence of product trust beliefs is partly mediated by brand trust beliefs depending on 
nature of the product / service. 
Lim et al. (2008) didn’t find direct effect of perceived site trust on e-shopping web site usage in their 
study. But they identified that if users perceive higher trust of an e-shopping web site, they will have 
greater feelings of self-confidence and lower perceived information risk leading to increased visit of the 
e-shopping  site.  The  authors  conclude  that  that  perceived  site  trust  in  itself  may  not  be  a  direct 
motivator for e-shopping web site usage, but rather act as a necessary condition for e-shopping site 
usage. 
Flavián & Guinalíu (2006) concluded that an individual loyalty to a certain web site is closely linked to 
the level of trust. Based on the authors, the trust affects the intention to buy and effective purchasing 
behaviour in terms of preference, cost and frequency of visits. Finally, the study showed that trust in 
the Internet is particularly influenced by the consumer perceived security regarding the handling of 
their private data by the web site.  Chiu et al. (2009) found strong support for proposal that customer 
trust is one of the significant determinants of online repurchase intention (actually the strongest one 
out of the four determinants examined). Lee et al (2011) confirms the same in their Malaysian study; 
they found support for the same conclusion that the trust has the positive influence on customer online 
repurchase intentions. 
Gefen (2000) identified that while familiarity builds trust, it is primarily people’s disposition to trust that 
affect their trust in the vendor. Kwek et al. (2010) found in their Malaysian study that online trust and 
prior  online  purchase  experience  (among  others)  were  positively  related  to  the  customer  online 
purchase  intention.  Study  of  Mahmood  (2004)  demonstrates  that  on-line  shopping  behaviour  in  
a global setting is influenced by online shoppers’ interpersonal trust and economic condition.  
Finally,  Büttner  &  Göritz  (2008)  suggest  that  perceived  trustworthiness  of  an  online  pharmacy  is  
a crucial factor effecting consumers’ intention to buy and that the perceived trustworthiness is related 
to the risk associated with buying medication online. 
The above discussed research papers mostly suggest that consumer trust is in some way related to 
the  consumer’s  attitudes  and  intentions  and  the  hypothesis  over  consumer  trust  hence  could  be 
defined in the following way: 
Hypothesis  6: There is a positive relationship between consumer trust and the consumer’s 
intention to shop medicaments online. 
2.7  Influence of the demographic characteristics 
One of the main researched drivers of consumer’s intention is the age. Leppel & McCloskey (2011) 
remarked  that  there  are  indications  that  although  younger  people  are  more  likely  to  use  Internet, 
those, who shop on-line, are often older and older people also spend more. Iyer & Eastman (2006) 
studied the elderly people attitudes towards Internet and shopping on-line. They identified that those 
seniors who have a more positive attitude about the Internet as such were more likely to use the 
Internet to buy online. Same authors in another study (Iyer & Eastman, 2004) identified that about 
35% of elderly people uses Internet for shopping and gathering product information reasons. Morris & 
Venkatesh (2000) conclude that age have important influences on technology adoption. Trocchia & 
Janda (2000) consider lack of IT experience, resistance to change and insistence on trying the product 
before purchase as three main obstacles, which make older consumers more reluctant to shop on-
line. On the opposite, Hernández et al. (2011) concluded in their study that the studied socioeconomic 
variables  (age,  gender  and  income),  traditionally  considered  to  be  important,  have  ceased  to  be 
discriminant.  The  authors  observed  that  older  adults  are  active  participants  in  e-commerce.  The 
authors  state  that  young  people  are  most  likely  to  become  experienced  e-shoppers,  but  once  an 
individual  become  familiar  with  e-shopping,  their  perceptions,  attitudes  and  behaviour  is  similar 
independently of their age, gender and income level. It means that when the user is experienced, the 
age plays no role, but there is no evidence that the elderly people can become experienced as easy 
as  young  users.  The  authors  explicitly  states  that  the  results  don’t  signify  that  the  number  of 
experienced  is  identical  between  the  different  age  groups,  men  and  women  and  different  income 
levels. Goldsmith & Goldsmith (2002) concluded that age was unrelated to buying apparel over the 
Internet. Kwak et al. (2002) concludes that age seems to be weak influencer to online purchasing. The 
authors identified that only purchasing computer equipment online is positively related with age. CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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The  above  evidence  applies  to  the  usage  of  Internet  and  on-line  generally,  there  is  no  evidence 
identified, which would suggest different patterns in case of purchasing medicaments on-line. Based 
on the above findings, following hypothesis can be formulated: 
Hypothesis 7: Consumer’s intention to shop medicaments online differs with the age. 
Gender is another important variable and the evidence is a bit mixed at this case. As  Dholakia & 
Chiang  (2003)  remarked  at  the  beginning  of  their  article,  gender  stereotypes  may  be  expected 
because shopping is considered a rather female activity whereas technology is considered to be in the 
male domain. They identified that the male buyer tend to be more technical, more spontaneous and 
less reliable. Regarding to e-commerce, the authors noted that if more female accept e-shopping, 
these  gender-stereotyped  roles  unlikely  change.  As  on-line  pharmacies  typically  sell  the  products 
linked to health and beauty and tend to be less technical, gender may play important role here.    
Rodgers & Harris (2003) states  women in researched sample were less emotionally satisfied with  
e-shopping  than  men.  On  the  other  hand,  men  reported  greater  trust  in  internet  shopping  and 
perceived the internet as a more convenient way of shopping. Attitudes towards internet shopping as 
such were generally more positive among researched men. Garbarinoa & Strahilevitz (2004) made 
three surveys and they found that women perceived more risk when buying online compared to men. 
Authors also suggest that recommendation from friends strongly influence women to buy on-line, but 
has no significant effect on men, while they documented the reduction in perceived risk of on-line 
shopping  after  receiving  recommendation  from  friends  among  both  women  and  men.  Kwak  et  al. 
(2002) concluded that men were 2,4  times more likely than women to shop on-line. They observed 
the impact of gender in all of the nine examined product categories except entertainment and music. 
Hui & Wan (2007) also reported the dislike of females related to not being able to savour a psychically 
fulfilling shopping experience online.    
Passyn et al. (2011) examined the effect of the consumers' sex and age on their perceptions of the 
problems and the benefits of shopping and buying online compared to doing so in a traditional retail 
store.  It  makes  no  sense  to  reproduce  their  results  in  detail,  but  one  final  conclusion  is  worth  to 
mention. According to the authors, the message from women seems to be that store shopping is more 
fun but online shopping is easier. By contrast, men appear to feel that online shopping is an effective 
way to avoid the hassle of store shopping. On average, both sexes found online shopping to be less 
tiring, demanding, exciting, entertaining, stimulating, fun, and enjoyable. 
On  the  other  hand,  Alreck  &  Settle  (2002)  examined  the  gender  differences  in  various  modes  of 
shopping. They concluded that there are no significant gender differences in attitudes towards on-line 
shopping. Goldsmith and Goldsmith (2002) concluded that demographic variables including gender 
and  race  were  unrelated  to  buying  apparel  over  the  Internet.  Similarly  to  their  conclusion  on  age 
influence  Hernández  et  al.  (2011)  concluded  that  gender  has  scarcely  any  significance  in  the 
explanation of the behaviour of e-shoppers, once these have acquired experience with e-commerce. 
Similarly, Hui & Wan (2007) didn’t find any significant differences between males and females with 
respect to security concerns. Lohse et al. (2000) noted that there is an indication that males purchase 
slightly more online than females, but only negligible difference was observed. 
Rajamma  &  Pelton  (2009)  provide  the  important  insight  because  their  study  is  focused  on-line 
consumer’s  procurement  of  pharmaceutical  products.  The  study  found  that  gender  was  found  to 
influence consumer’s propensity to procure medications online;  males were found  to  have greater 
propensity to procure medications online. Although the mixed evidence was identified, the hypothesis 
is formulated in the following way: 
Hypothesis 8: Consumer’s intention to shop medicaments online differs with the gender. 
Iyer  &  Eastman  (2004)  found  solid  support  that  the  income  plays  important  role.  The  authors 
concluded that people with higher level of incomes will be more likely to use the Internet and buy 
online. In terms of education, the authors only found support for conclusion that people with higher 
education will more likely use Internet, but not shop on-line. Kwak et al. (2002) also found household 
income to be a significant positive determinant of internet purchasing in overall and in eight of the nine 
examined product categories. 
Hui & Wan (2007) remarked in their Singapore study that the better-educated respondents seemed to 
be less concerned with security issues. The authors explain this by the possibility that better-educated 
individuals spend more time on the Internet and hence higher familiarity and trust towards Internet 
security as a result. The higher educated individuals also perceive that Internet shopping provides 
better prices and more cost savings. Burke (2002) remarked that higher education consumers were JAN SVORC 
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more comfortable using non-store channels (e.g. the Internet and catalogues) to find out about new 
products, search for product information and purchase products. Burroughs & Sabherwal (2002) found 
support to conclude that both household income and educational level are positively associated with 
the level of detail electronic purchase. 
Rajamma & Pelton (2009) made the investigation on procurement of pharmaceuticals from electronic 
channels.  The  authors  found  higher-educated  and  higher-income  individuals  to  have  greater 
propensity to procure pharmaceuticals online than lower-educated and lower-income ones.  
On the other hand, the conclusion of Hernández et al. (2011) is similar as for their conclusion on the 
influence of age and gender; income doesn’t condition the behaviour of an e-shopper, once she or he 
becomes  experienced.  Lohse  et  al.  (2000)  remarked  that  while  income  didn’t  determine  whether 
someone would make an online purchase, it does influence how much the one will spend; the greater 
the  annual  household  income,  the  more  that  is  spent  online.  Kwak  et  al.  (2002)  concludes  that 
education  seems  to  have  weak  influence  to  online  purchasing.  The  authors  remark  that  higher 
educational  status  leads  to  higher  web  purchasing  in  only  communications  and  travel.  Mahmood 
(2004)  remarked  that  although  educated  people  are  likely  to  have  more  wealth,  the  independent 
impact of education on on-line shopping behaviour does not seem important. 
Based on Bellman et al. (1999) Internet surveys agree that the online population is relatively younger, 
more educated, wealthier, although the gaps are gradually closing. The noted that typical online buyer 
has a "wired" lifestyle (such a person use Internet for most of their activities including work). These 
people  naturally  turn  to  the  Internet  to  search  for  product  information  and  in  many  cases  to  buy 
products  and  services.  Although  demographic  factors  plays  role,  once  people  are  on-line,  their 
influence  seems  to  cease.  Measures  of  past  behaviour  are  the  most  important  information  for 
predicting shopping habits the authors concluded. Demographics aren’t they suggest. 
Based on the reviewed literature, following two hypotheses are formulated: 
Hypothesis 9: Consumer’s intention to shop medicaments online differs with the income level. 
Hypothesis 10: Consumer’s intention to shop medicaments online differs with the education. 
3.  Research methodology 
The  following  figure  shows  the  research  framework  adopted  for  this  dissertation  illustrating  ten 
developed research hypotheses and their setting in the graphical layout. The hypotheses are framed 
to  Technology  Acceptance  Model.  As  influence  of  intentions  to  the  actual  online  purchasing 
medicaments isn’t covered by this paper, it’s shown dotted. 
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It  aims  to  examine  the  relationship  between  independent  variables  and  intention  to  purchase 
medicaments online and to establish what drives the intention as described by the research model. 
The research aims to explain how the consumer intentions to buy online are determined by various 
demographic  characteristics  and  other  variables.  These  variables  are  defined  based  on  existing 
theories and models that are applied to the specific situation. 
A  mono-method  survey  strategy  is  used  to  collect  the  quantitative  data  for  the  research  using  
a structured, self-administered and Internet mediated questionnaire. The study is cross-sectional; it 
examines the influence of defined variables to the intention to shop medicaments online within the 
defined period of time. Sample was selected using non-probability techniques, namely convenience 
sampling,  because  sampling  frame  was  difficult  to  obtain  in  case  of  this  research  and  time  and 
financial constrains existed. This approach is easy to use, but the sample isn’t representative and may 
be biased, because the selection isn’t random. Statistical generalisations about the whole population 
are hence problematic. Still, this research is focused on the theory rather than on the population, that 
is why the generalisations for population are not needed; the purpose is only to apply certain theories 
to the particular context.  
Using Internet for the distribution and collection questionnaires seems to be sensible for this research, 
because  it  is  topic  related.  The  computer-knowledgeable  individuals,  who  are  potential  on-line 
shoppers, are likely to be reached. It reduces the possible occurrence of uninformed response by 
people, who don’t know much the topic due to the infrequent use of the internet.  
The questionnaire was pretested by the independent check done by two colleagues for readability, 
clarity,  relevancy,  questions  wording,  grammar,  length  and  layout.  Their  suggestions  and  critiques 
were evaluated and the questionnaire was modified before the distribution.  
There  are  ten  defined  hypotheses  leading  to  eleven  variables.  The  variables  are  defined  by  the 
following table, which also shows coding for data analysis purposes, type of data and whether the 
particular variable is dependent or independent. Type of the variable outlined in the table is based on 
Dillman (2007). 
Tab. 1: Research variables definition (Source: author) 
Variable  Code  Dependency  Data type  Variable Type 
Intention  to  purchase 
medicaments on-line 
INT  Dependent  Numerical data (interval data)  Opinion 
Perceived usefulness  USE  Independent  Numerical data (interval data)  Opinion 
Perceived ease of use  PEOU  Independent  Numerical data (interval data)  Opinion 
Subjective norms  NORM  Independent  Numerical data (interval data)  Opinion 
Past experience  PAST  Independent  Numerical data (interval data)  Opinion 
Perceived risks  RISK  Independent  Numerical data (interval data)  Opinion 
Consumer trust  TRS  Independent  Numerical data (interval data)  Opinion 
Age  AGE  Independent  Categorical data (ordinal data)  Attribute 
Gender  GEND  Independent  Categorical data (dichotomous 
data)  
Attribute 
Income  INC  Independent  Categorical data (ordinal data)  Attribute 
Education  EDU  Independent  Categorical data (ordinal data)  Attribute 
More than one item (question in the questionnaire) are defined for some variables. Opinion variables 
were all measured all by five-point Likert scales (1 – strongly disagree, 5 – strongly agree). The past 
experience variable is also treated as opinion variable, because it doesn’t describe the actual past 
experience; it is rather about respondent’s perception of his/her experience in purchasing online. Items 
related to age, income and education have multiple-choice category scale and gender variable has 
obviously simple category scale (dichotomous male / female). In this research, the opinion variables 
measured by Likert scale are treated as interval data, which is quite frequent practice in marketing 
surveys. Interval scales are those where values difference between 1 and 2 is the same as difference JAN SVORC 
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between 4 and 5 for example. The use of interval scale allows using statistical techniques such as  
t-test, analysis of variance, regression and correlation etc. 
Items for opinion variables were mostly adapted from recognised existing research literature reviewed 
in  chapter  2.  The  following  table  shows  the  items  with  coding  sorted  by  variables  together  with 
references to the literature of source and the measurement framework for each variable. 
Tab. 2: Research questions sourcing (Source: author) 
Variable  Source  Measurement / scale 
Intention to purchase 
medicaments on-line 
Adapted from Venkantesh & Davis (2000)   5-point Likert scale  
Perceived ease of use  Adapted from Hernández (2011) based on Davis 
(1989), Davis et al. (1989), Taylor and Todd (1995), 
Yu et al. (2005), 
5-point Likert scale 
Perceived usefulness  Adapted from Hernández (2011) based on Davis 
(1989), Davis et al. (1989), Taylor and Todd (1995), 
Yu et al. (2005) 
5-point Likert scale 
Subjective norms 
Adapted from Ajzen (1991); Davis et al. 
(1989); Fishbein and Azjen 
(1975); Mathieson (1991); 
Taylor and Todd (1995). 
5-point Likert scale 
Past experience  -  5-point Likert scale 
Perceived risk  -  5-point Likert scale 
Consumer trust  Two questions adapted from Becerra (2011).  5-point Likert scale 
Age  -  Multiple-choice category 
scale (interval of age) 
Gender  -  Simple category (M/F) scale 
Income  -  Multiple-choice category 
scale (interval of income) 
Education  -  Multiple-choice category 
scale 
Questions related to demographics are asked at the end of the questionnaire. Numerical attributes of 
age  and  income  were  categorised.  Categories  of  age  were  defined  in  the  way  the  respondents 
wouldn’t  feel  offended  by  the  question.  Categories  of  income  were  defined  based  on  expected 
distribution  of  respondent’s  income  into  four  categories.  The  questionnaire  was  distributed  only  in 
Czech  language,  which  is  consistent  with  the  geographical  focus  of  the  study.  Questionnaire  in 
English would be for some Czech speaking respondents difficult to understand and might generate 
guess responses. There was no respondent unable to understand Czech. Ethical issues at all stages 
of research specific to the topic were taken in account. The most important mitigating actions to ethical 
issues were voluntary nature, keeping anonymity and confidentiality and provision of information about 
the purpose of the research. Only adult audience was approached, there was no need for gatekeepers 
and no information potentially harmful or embarrassing was required to fill. No financial reward was 
provided to respondents. 
4.  Findings 
4.1  Sample description and data reliability 
A total of 82 competed and usable questionnaires were collected out of 103 questionnaires distributed, 
which gave a quite high response rate of 80%. Following table show the sample characteristics. 
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Tab. 3: Revised profile of respondents (Source: author) 
 
 
Male respondents have just slightly higher percentage than female respondents. As there was any 
single respondent younger than 25 years within the group of respondents, the survey is unable to 
discuss the intentions to buy medicaments online of young people of less than 25 years of age at all 
and only the difference between “mid-age” and “older-age” groups of respondents can be examined. 
Only the differences in intentions between the groups of university educated and secondary school 
educated are examined, because no response was obtained from less educated respondents. The 
income  is  distributed  quite  evenly.  The  distribution  has  mode  interval  of  CZK  30
  thousand  to  60 
thousand per month while there are 17 to 19 respondents in each other income interval.  
The main characteristics of opinion variables measured by 5-point Likert scale are shown in the below 
table together with the Cronbach’s alpha. Cronbach’s alpha is probably the most frequent measure of 
data reliability and internal consistency.  
Tab. 4: Mean and internal consistency of variables (Source: author) 
ID  Variable name  Mean 
Std. 
deviation 
Number of 
items 
Cronbach 
alpha 
INT  Intention to purchase medicaments on-line  2,41  1,02  2  0,8615 
USE  Perceived usefulness  2,99  0,98  2  0,7427 
PEOU  Perceived ease of use  3,38  1,17  3  0,7507 
NORM  Subjective norms  2,18  0,76  2  0,8729 
PAST  Past experience  3,57  1,14  3  0,8638 
RISK  Perceived risks  3,38  1,02  3  0,8867 
TRS  Consumer trust  2,71  0,87  2  0,7557 
The Cronbach’s alpha value range from 0,7427 to 0,8867. Literature, for example Nunnally (1978) and 
Schmitt (1996), considers the value of alpha of 0,7 or higher acceptable. All the variables have alpha higher 
than 0,7 now. Hence the data of these variables can be considered reliable on the above set standards.  
It seems that consumers are rather sceptic over their intentions to buy medicaments online. The mean 
of  2,41  indicates  that  the  respondents,  on  average,  don’t    intend  to  use  Internet  for  buying 
medicaments online and don’t agree with the prediction of doing so. Similarly, the respondents, on 
average, don’t see the Internet as a safe place for shopping medicaments and don’t trust the online 
Descriptor  Frequency  % 
Gender       
Male  43  52% 
Female  39  48% 
Age       
20 to 50  68  83% 
More than 50  14  17% 
Education       
Secondary school  19  23% 
University  63  77% 
Income       
Less than CZK 20 th.   19  23% 
CZK 20 th to 30 th.  17  21% 
CZK 30 th to 60 th.  29  35% 
More than 60 th.  17  21% 
Total  82  100% JAN SVORC 
  JOURNAL OF SYSTEMS INTEGRATION 2012/2  16 
pharmacies.  The  respondents  agree  that  buying  medicaments  online  is  risky  and  perceive  it  as  
a  strong  disadvantage.  Most  notably  the  respondents  don’t  agree  that  their  influencing  people  or 
reference groups think they should shop medicaments online. On the other hand, the respondents, on 
average, agree that they are experienced and frequent online shoppers (in general) and that it would 
be easy to learn how to buy drugs online.  
4.2  Variables influencing the intentions 
The strength of linear relationship between the variables is summarized in the correlation matrix as 
produced by MS Excel. Correlation matrix shows the Pearson’s correlation coefficients between pairs 
of variables shown in rows and columns.  
Tab. 5: Correlation matrix (Source: author) 
   INT  PAST  RISK  TRS  PEOU  USE  NORM 
INT  1 
            PAST  0,33657  1 
          RISK  -0,65724  -0,20102  1 
        TRS  0,64194  0,29058  -0,81674  1 
      PEOU  0,53858  0,52725  -0,41879  0,41475  1 
    USE  0,52497  0,25925  -0,32098  0,37317  0,35943  1 
  NORM  0,30688  0,30608  -0,10886  0,23289  0,35296  0,23559  1 
From the point of view of the defined hypotheses, only first column is relevant.  Other columns of the 
matrix show the correlations between independent variables. The intentions to purchase medicaments 
online is positively correlated with past experience (r=0,33657), consumer trust (r=0,64194), perceived 
ease  of  use  (r=0,53858)  perceived  usefulness  (r=0,52497)  and  subjective  norms  (r=0,30688)  and 
negatively correlated to perceived risk (r=-0,65724). All the correlations are statistically significant at 
the selected significance  level of 0,05. We can therefore conclude that the identified relationships 
between the opinion variables and the intentions to purchase medicaments online are significant. The 
results are summarized by the below table. 
Tab. 6: Summary of correlation analysis results (Source: author) 
#  Hypothesis  Relation 
Correlation 
coefficient 
Status 
H1  There  is  a  positive  relationship  between  consumer 
perceived  usefulness  and  the  consumer’s  intention  to 
shop medicaments online 
USE - INT  0,52497  Supported 
H2  There  is  a  positive  relationship  between  consumer 
perceived  ease  of  use  and  the  consumer’s  intention  to 
shop medicaments online 
PEOU - INT  0,53858  Supported 
H3  There  is  a  positive  relationship  between  consumer 
subjective  norm  and  the  consumer’s  intention  to  shop 
medicaments online 
NORM - INT  0,30688  Supported 
H4  There is a positive relationship between past experience 
with online shopping and the consumer’s intention to shop 
medicaments online. 
PAST -INT  0,33657  Supported 
H5  There is a negative relationship between perceived risk of 
online  shopping  and  the  consumer’s  intention  to  shop 
medicaments online 
RISK - INT  -0,65724  Supported 
H6  There  is  a  positive  relationship  between  consumer  trust 
and the consumer’s intention to shop medicaments online 
TRS - INT  0,64194  Supported 
The  correlation  analysis  proved  that  the  expected  relationships  related  to  intention  to  purchase 
medicaments online exist. Particularly strong is the negative relationship between the perceived risk of 
shopping medicaments online and the intention to do so.  
The more risky the respondents see the shopping medicaments on the Internet, the less likely they 
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observed. The more is the Internet and online pharmacies seen as a safe and trustworthy, the higher 
intention  to  purchase  medicaments  online.  It’s  not  surprise  then,  that  there  is  the  strong  negative 
correlation  between  consumer  trust  and  perceived  risk  (r=-0,81674)  displayed  by  the  correlation 
matrix. The more risky is the shopping medicaments online seen by the respondents, the less safe 
and trustworthy are online pharmacies and Internet as a place for buying medicaments perceived.   
To conclude, strongest relationships to intentions to buy medicaments online are observed with perceived 
risk (negative) and consumer trust (positive) closely followed by perceived ease of use and perceived 
usefulness (both positive). Positive relationships to past experience and subjective norms are relatively 
week; still these constructs play their roles; the relationships were supported as statistically significant.  
4.3  Differences in intentions by demographic characteristics  
For age, gender and education variables, independent group t-test is used to confirm the hypotheses 
of difference in intention to buy medicaments online between the age categories, males and females, 
education level and income level categories.  Because T-statistics is calculated differently in case 
equal variances of the two distributions are assumed than in case they are assumed unequal, F-test 
for  null  hypothesis  of  equality  of  variances  (of  the  two  normal  distributions)  is  used.  Analysis  of 
variance (ANOVA) is used for testing the difference in intentions in case of income variable, where 
four categories (groups) of income are defined. All the statistical tests are performed on 5% (alpha = 
0,05) significance level. 
The following table summarizes the results of two-sample F-test for variances in age between the 
groups of people from 25 to 50 years old and those above 50 years (calculated by MS Excel). 
Tab. 7: F-test for variances in intentions by age (Source: author) 
   25 to50  more than 50 
Mean  2,50735  1,96429 
Variance  0,95144  0,55632 
Observations  68  14 
Df  67  13 
F  1,71024 
  P(F<=f) one-tail  0,14210 
  F Critical one-tail  2,28750    
Calculated F-statistics of 1,71024 is lower than the critical value of 2,2875 at the selected significance 
level, which means that the null hypothesis of equality in variances is accepted at the selected level of 
significance. For the t-test I therefore expect that the variances are equal. Below table summarizes the 
results of t-test for differences in intentions by age. 
Tab. 8: T-test for differences in intentions by age (Source: author) 
   25 to50  more than 50 
Mean  2,50735  1,96429 
Variance  0,95144  0,55632 
Observations  68  14 
Pooled Variance  0,88723 
  Hypothesized Mean Difference  0 
  Df  80 
  t Stat  1,96448 
  P(T<=t) one-tail  0,02647 
  t Critical one-tail  1,66412 
  P(T<=t) two-tail  0,05295 
  t Critical two-tail  1,99006    JAN SVORC 
  JOURNAL OF SYSTEMS INTEGRATION 2012/2  18 
Calculated t-statistics of 1,96448 is just very slightly lower than the critical value of 1,99 (two-tail). Two-
tailed p-value of 0,0529 is slightly higher than the selected alpha level of 0,05. Based on the test we accept 
the null hypothesis that means of the two groups equals (differences are statistically insignificant). The 
alternative hypothesis of differences is therefore rejected. To conclude, the hypothesis 7 on difference in 
intention with the age must be rejected. Still, frankly speaking, the support for the null hypothesis isn’t very 
strong as the critical t-value is only marginally higher than obtained t-statistic. 
The hypothesis 8 on gender differences in intentions is tested in the same way.  Based on F test showed 
below the null hypothesis of equality in variances is accepted at the selected level of significance.  
Tab. 9: F-test for variances in intentions by gender (Source: author) 
   Males  Females 
Mean  2,34884  2,48718 
Variance  0,99446  0,84852 
Observations  43  39 
Df  42  38 
F  1,17200 
  P(F<=f) one-tail  0,31138 
  F Critical one-tail  1,70078    
Tab. 10: T-test for differences in intentions by gender (Source: author) 
   Males  Females 
Mean  2,34884  2,48718 
Variance  0,99446  0,84852 
Observations  43  39 
Pooled Variance  0,92514 
  Hypothesized Mean Difference  0 
  Df  80 
  t Stat  -0,65045 
  P(T<=t) one-tail  0,25863 
  t Critical one-tail  1,66412 
  P(T<=t) two-tail  0,51727 
  t Critical two-tail  1,99006    
In this case the means and variances are quite similar even visually, which is confirmed by the test. 
Calculated t-statistics of 0,65045 is lower than the critical value of 1,99 (two-tail). Two-tailed p-value of 
0,51727 is much higher than the selected alpha level of 0,05. Based on the test we accept the null 
hypothesis  that  means  of  the  two  groups  equals  (differences  are  statistically  insignificant).  The 
alternative hypothesis of differences is therefore rejected. To conclude, the hypothesis 8 on gender 
differences in intention must be rejected.  
Hypothesis 9 is tested using one-way ANOVA instead of t-test, because more than two groups are examined 
for differences; there are four groups with different income defined. ANOVA is the test, which determines if 
there is any difference in means, but this method only can tell us if there are at least two population means 
significantly different. Analysis of variance in intentions for different income groups made in Excel follows. 
Tab. 11: Summary for different income groups (Source: author) 
Groups  Count  Sum  Average  Variance 
below CZK 20 th.  19  45  2,36842  0,99561 
CZK 20 th. to 30 th.  17  41  2,41176  1,03860 
CZK 30 th. to 60 th.  29  69  2,37931  0,61884 
more than CZK 60 th.  17  43  2,52941  1,38971 CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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Tab. 12: One way ANOVA of intentions for different income groups (Source: author) 
Source of Variation  SS  df  MS  F  P-value  F crit 
Between Groups  0,30086  3  0,10029  0,10556  0,95660  2,72178 
Within Groups  74,10158  78  0,95002 
      Total  74,40244  81             
It  visually  seems  that  the  averages  for  the  different  income  groups  are  quite  similar  and  the  test 
confirms it. P-value is quite high of 0,9566 comparing to the selected level of significance of 0,05. 
Hence,  the  null  hypothesis  of  equal  means  should  be  accepted  (differences  are  statistically 
insignificant).  The  alternative  hypothesis  of  differences  is  therefore  rejected.  To  conclude,  the 
hypothesis 9 on differences in intention must be rejected.  
Last hypothesis is tested by t-test again. Below tables summarize the results of F-test and t-test for 
differences in intentions based on the respondent’s education. 
Tab. 13: F-test for variances in intentions by education (Source: author) 
   Secondary school  University 
Mean  2,65789  2,34127 
Variance  1,36257  0,78085 
Observations  19  63 
Df  18  62 
F  1,74499 
  P(F<=f) one-tail  0,05484 
  F Critical one-tail  1,77272    
Tab. 14: T-test for differences in intentions by education (Source: author) 
   Secondary school  University 
Mean  2,65789  2,34127 
Variance  1,36257  0,78085 
Observations  19  63 
Pooled Variance  0,91174 
  Hypothesized Mean Difference  0 
  Df  80 
  t Stat  1,26692 
  P(T<=t) one-tail  0,10443 
  t Critical one-tail  1,66412 
  P(T<=t) two-tail  0,20886 
  t Critical two-tail  1,99006    
Based on F test showed below the null hypothesis of equality in variances is accepted at the selected 
level of significance. Calculated t-statistics of 1,26692 is lower than the critical value of 1,99 (two-tail). 
Two-tailed p-value of 0,20886 is higher than the selected alpha level of 0,05. Based on the test we 
accept the null hypothesis that the differences between the means of the two groups are statistically 
insignificant.  The  alternative  hypothesis  of  differences  is  therefore  rejected.  To  conclude,  the 
hypothesis 10 on differences in intention between differently educated people must be rejected. 
The conclusion on the hypotheses related to intentions by selected demographic characteristics is 
made in the below table. 
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Tab. 15: Summary demographic factors analysis (Source: author) 
#  Hypothesis  Relation  Status 
H7  Consumer’s intention to shop medicaments online 
differs with the age 
AGE – INT  Not supported 
H8  Consumer’s intention to shop medicaments online 
differs with the gender 
GEND – INT  Not supported 
H9  Consumer’s intention to shop medicaments online 
differs with the income level 
INC – INT  Not supported 
H10  Consumer’s intention to shop medicaments online 
differs with the education 
EDU – INT  Not supported 
While reviewed literature often suggested that there might be differences in attitudes and intentions 
among demographic groups based on age, gender, income and education, the above research proved 
the opposite; the differences in intentions to shop medicaments online are insignificant among the 
researched demographic groups in Czech Republic. 
4.4  Analysis of intention predictors  
Correlation  analysis  proved  that  there  are  significant  relations  between  intentions  to  purchase 
medicaments  online  and  examined  independent  opinion  variables.  The  relations  don’t  necessary 
means that these variables can be used as predictors for intention. It means, whether we can predict 
the change in intention as dependent variable as a result of change of an independent variable. While 
correlation analysis shows the relationship among variables, regression analysis is a statistical tool to 
find support for the existence of cause-and-effect relationship.  
As there is more than one independent variable, multiple regression analysis must be used. The use 
of  regression  analysis  is  based  on  several  assumptions;  absence  of  correlation  between  the 
independent variables is one of them. As we saw form the correlation matrix, the correlations between 
independent  variables  are  sometimes  quite  strong  (negative  correlation  of  -0,81674  between 
perceived  risk  and  consumer  trust  is  the  strongest).  High  correlation  existing  among  two  or  more 
independent  variables is called collinearity. Collinearity causes redundant information in  a multiple 
regression  model,  because  related  relevant  information  is  embedded  to  more  than  one  variable. 
Output from regression analysis is summarised by the below tables. 
Tab. 16: Multiple regression analysis (Source: author) 
Regression Statistics 
Multiple R  0,77801 
R Square  0,60529 
Adjusted R Square  0,57372 
Standard Error  0,62575 
Observations  82 
   Coefficients  Standard Error  t Stat  P-value  Lower 95%  Upper 95% 
Intercept  1,33052  0,89220  1,49128  0,14008  -0,44683  3,10787 
PAST  0,02682  0,08436  0,31796  0,75140  -0,14123  0,19487 
RISK  -0,38342  0,13577  -2,82405  0,00607  -0,65388  -0,11295 
TRS  0,17025  0,16733  1,01747  0,31220  -0,16308  0,50359 
PEOU  0,19459  0,10128  1,92139  0,05848  -0,00716  0,39635 
USE  0,29094  0,09132  3,18591  0,00210  0,10902  0,47287 
NORM  0,13518  0,10813  1,25020  0,21511  -0,08022  0,35058 CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
JOURNAL OF SYSTEMS INTEGRATION 2012/2    21 
Upper table of regression analysis show coefficient of multiple determination R2 of 0,60529. It means 
that circa 60,5% of variation in intention to buy medicaments online can be explained by this multiple 
regression equation. That’s not a lot considering that the model have six independent variables. The 
regression  equation  constant  alpha  and  the  slope  coefficient  betas  are  in  the  first  column.  The 
statistical significance of the slope coefficients is determined by t-test. T-test is basically used to find 
out the probability that the relationship between intention and particular independent variable occur by 
chance. We can see that perceived usefulness and perceived risk are the only significant predictors of 
intentions to purchase medicaments online in this multiple regression model. Perceived ease of use is 
very  close  to  its  significance,  it  is  somewhere  on  the  edge.  Other  variables  aren’t  statistically 
significant predictors of intention to purchase medicaments online, even if there are relations between 
them and intention. 
4.5  Demographic variables analysis  
No support was found for the hypotheses related to the influence of demographic characteristics.  In 
terms of intentions to shop medicaments online it  seems that age, gender, education and income 
plays no or very little role. As we saw, existing research provides with the mixed evidence on the 
demographic characteristics influence.  Rajamma & Pelton (2009) concluded that gender, income and 
educational level of respondents influence the consumer’s propensity to procure medications online. 
They  identified  that  male,  higher  income  and  higher  educated  have  greater  propensity  to  procure 
medicaments online. To briefly analyse this let’s look at the following two tables analysing the means 
and standard deviations by the demographic group. 
Tab. 17: Detailed analysis of intentions by demographic groups (means) (Source: author) 
AGE  INCOME 
EDU / GENDER  EDU / GENDER 
Grand 
total 
Secondary School  University 
Female  Male  Total  Female  Male  Total 
Age 25 to 
50 
Total  3,36  2,43  2,89  2,34  2,47  2,41  2,51 
less than 20  3,83  1,50  2,90  2,09  0,00  2,09  2,34 
20 to 30  3,00  2,50  2,83  3,38  1,38  2,38  2,57 
30 to 60  0,00  3,00  3,00  2,43  2,43  2,43  2,50 
more than 60  0,00  0,00  0,00  1,67  2,91  2,64  2,64 
Age more 
than 50 
Total  2,00  2,00  2,00  2,33  1,75  1,94  1,96 
less than 20  3,50  2,00  2,75  2,00  0,00  2,00  2,50 
20 to 30  1,00  0,00  1,00  2,00  2,00  2,00  1,67 
30 to 60  1,75  0,00  1,75  3,00  1,25  1,83  1,80 
more than 60  0,00  0,00  0,00  0,00  2,00  2,00  2,00 
Grand total  2,86  2,38  2,66  2,34  2,34  2,34  2,41 
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Tab. 18: Detailed analysis of intentions by demographic groups (standard deviations)  
(Source: author) 
AGE  INCOME 
EDU / GENDER  EDU / GENDER 
Grand 
total 
Secondary School  University 
Female  Male  Total  Female  Male  Total 
Age 25 to 
50 
Total  0,74  1,21  1,10  0,81  0,97  0,90  0,97 
less than 20  0,24  0,50  1,20  0,79  0,00  0,79  1,01 
20 to 30  0,79  0,50  0,75  0,54  0,41  1,11  1,00 
30 to 60  0,00  1,47  1,47  0,32  0,53  0,47  0,71 
more than 60  0,00  0,00  0,00  0,62  1,20  1,22  1,22 
Age more 
than 50 
Total  1,06  0,00  0,95  0,47  0,48  0,55  0,72 
less than 20  0,00  0,00  0,75  0,00  0,00  0,00  0,71 
20 to 30  0,00  0,00  0,00  0,00  0,00  0,00  0,47 
30 to 60  0,75  0,00  0,75  0,00  0,25  0,85  0,81 
more than 60  0,00  0,00  0,00  0,00  0,41  0,41  0,41 
Grand total  1,09  1,14  1,14  0,78  0,95  0,88  0,95 
 
Because counts in each single demographic group are mostly quite small, the reliable comparison 
between detailed groups is difficult sometimes. Women with secondary education seem to intent to 
purchase medicaments online more than secondary educated men. Women in this group has mean of 
2,86 comparing to men with 2,38. University educated men and women have exactly the same mean 
intention of 2,34. Otherwise the tables don’t seem to show any remarkable pattern in intentions to 
purchase medicaments online among the demographic groups. 
We can try to support or reject Rajamma & Pelton (2009) conclusion about higher income and higher 
educated males. If we take the count of the group of males with university education having more than 
CZK  60  thousand  per  month  and  are  below  50  years  old  for  simplicity  (Group  1),  we  have  11 
respondents with mean of 2,91 and standard deviation of 1,20. If group of females with secondary 
education having less than CZK 60 thousand (Group 2), we also obtain 11 respondents. T-test is used 
for comparing those two groups (F-test is made prior to t-test to decide whether the variances are 
equal). 
Tab. 19: F-test for variances in intentions (Source: author) 
   Group 1  Group 2 
Mean  2,90909  2,86364 
Variance  1,59091  1,30455 
Observations  11  11 
Df  10  10 
F  1,21951 
  P(F<=f) one-tail  0,37988 
  F Critical one-tail  2,97824    
The  calculated  F-statistics  of  1,21951  is  lower  than  the  critical  value  of  2,97824  at  the  selected 
significance  level  (p  =  0,37988  is  higher  than  selected  level  of  significance  of  0,05).  The  null 
hypothesis of equality in variances is accepted at the selected level of significance. For the t-test I 
therefore expect that the variances are equal. 
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Tab. 20: T-test for differences in intentions (Source: author) 
   Group 1  Group 2 
Mean  2,90909  2,86364 
Variance  1,59091  1,30455 
Observations  11  11 
Pooled Variance  1,44773 
  Hypothesized Mean Difference  0 
  Df  20 
  t Stat  0,08860 
  P(T<=t) one-tail  0,46514 
  t Critical one-tail  1,72472 
  P(T<=t) two-tail  0,93028 
  t Critical two-tail  2,08596    
Calculated  t-statistics  of  0,08860  is  lower  than  the  critical  value  of  2,08596  (two-tail).  Two-tailed  
p-value of 0,93028 is higher than the selected alpha level of 0,05. Based on the test we accept the null 
hypothesis  that  the  differences  between  the  means  of  the  respective  two  groups  are  statistically 
insignificant. Results of this test isn’t in line with the conclusion of Rajamma & Pelton (2009), who 
identified  that  higher  educated  male  with  higher  income  have  greater  propensity  to  procure 
medicaments online supposing that the propensity to procure medicaments online and intentions to 
buy medicaments online are in nature similar constructs.   
To  conclude,  neither  subsequent  analysis  in  more  detail  supports  the  differences  in  intentions  to 
purchase  medicaments  online  between  demographic  groups  defined  by  age,  gender,  income  and 
education. 
5.  Conclusions and recommendations 
Correlation analysis confirmed the relationship between these six variables and intention and hence 
found  support  for  six  defined  hypotheses  (hypotheses  1  to  6).  Subsequently  carried  regression 
analysis identified only perceived risk and perceived usefulness as statistically significant predictors 
for  intention  to  buy  medicaments  online.  The  analysis  didn’t  show  the  differences  among  defined 
demographic  groups  in  terms  of  intention  to  buy  medicaments  online.  Support  for  other  four 
hypotheses (hypotheses 7 to 10) was hence not found.  
This study contributes to the existing research at least in two ways: 
  First it applies some of the researched patterns in consumer’s adoption of Internet as a tool for 
shopping for the narrow product segment of pharmaceuticals. It tries to use the theoretical 
models with general validity to the specific situation of voluntary technology acceptation for the 
specific  purpose  outside  the  workplace.  Because  the  research  in  the  area  of  shopping 
specifically medicaments online is relatively infrequent, this study has the potential to be the 
valuable source of knowledge about what drives the consumer’s intentions and whether they 
differ by age, gender, income and education. 
  Secondly,  no  publically  available  piece  of  research  on  the  intentions  to  buy  medicaments 
online  specifically,  which  is  focused  on  Czech  market  and  environment,  was  identified  by 
searching in available international journals with impact. From this point of view, the novelty 
and originality of the study is quite high, because it applies the knowledge of what drives the 
intentions to shop on the Internet in general to a specific local cultural and regulatory context. 
5.1  Managerial implications 
This study may be valuable for several groups of readers. The most important ones are the following: JAN SVORC 
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1.  Managers  of  existing  mortar-and-bricks  pharmacies  willing  to  employ  the  new  distribution 
channels. 
2.  Managers of online pharmacies established as new ventures. 
3.  Regulatory authorities 
The  study  is  useful  for  managers  of  both  existing  mortar-and-bricks  pharmacies  and  online 
pharmacies, because it provides the insight into the consumer’s intentions, which directly influence his 
or her purchasing behavior. By reading this study managers 
  will better understand customers; and  
  may tailor better their marketing.  
The  study  can  also  be  used  within  the  process  of  strategy  formulation  and  market  segmentation 
process. Managers must specifically be aware that: 
  Czech consumers are rather conservative and risk averse in terms of buying medicaments on 
the Internet; 
  on the other hand they are experienced in searching information and online purchasing in 
general; 
  no consumer’s group has significantly higher level of intentions to buy medicament online than 
the other groups; 
  perceived  risk  and  perceived  usefulness  are  the  two  statistically  significant  predictors  of 
intention to buy medicaments online. 
Therefore following recommendation are given to the managers. They should: 
  not focus on the specific customer segment defined by age, gender, income and education; 
  adopt more general approach or segmentation based on other factors; 
  adopt  appropriate  strategies  to  address  the  consumer’s  fear  of  purchasing  medicaments 
online (high quality standards, maintaining appropriate transportation conditions, certification 
and professional advice provision could be examples); 
  adopt strategies to make the shop as useful as possible to customers. Managers should think 
why customers may prefer going down the street and ask in the retail pharmacy instead of 
searching  for  medicaments  and  buying  them  on  the  Internet.  Long  delivery,  absence  of 
professional advice could possibly be reasons for this behaviour.  
On the other hand some variables appeared as rather weak predictors, namely subjective norms. It 
seems than it makes no sense to engage people otherwise influencing to the population such as pop-
celebrities for marketing purposes. It’s because the consumer’s seem not to take care about opinion of 
people, who are influential to them in other respects. Finally, quite high reported past experience with 
the  rather  lower  mean  intention  to  buy  medicaments  online  could  imply  that  fact  of  consumer’s 
purchasing goods online doesn’t necessarily means that the same consumers intend to purchase also 
the pharmaceuticals. Finally, Czech managers should be careful using Anglo-Saxon and other foreign 
academic literature, because the examined patterns may differ significantly. Behaviour and intentions, 
which can be easily predicted for US or UK based consumer, cannot be necessarily predicted for 
consumer in Czech Republic in the same way.      
Selling  and  distribution  of  pharmaceuticals  is  closely  watched  by  regulatory  authorities  in  every 
country. Identified high consumer risk perceptions and its influence on the intention to use Internet as 
a shopping tool should be reflected by the national regulatory authority in their policies regulating the 
industry.  If  the  policies  are  targeted  to  increase  consumer  trust  and  decrease  risk,  consumer’s 
intention to buy medicaments online is likely to increase.   
5.2  Limitations of the research  
The findings of the research should be taken with some limitations. First of all, only Czech residents 
were surveyed, which means that the results can be applied in Czech Republic, but care  must be 
taken in application anywhere else due to the cultural background. Other issue is that respondents 
came mostly from Prague, capital and largest city in Czech Republic, which is more cosmopolitan that 
the rest of the state. This may affect the obtained responses as city residents tend to adopt more 
quickly new trends. The study doesn’t cover the true rural population, which may bias the results. The 
use of convenience method of sampling limits significantly the statistical representativeness of the CONSUMER’S INTENTIONS TO SHOP MEDICAMENTS ON-LINE:A SURVEY FROM CZECH REPUBLIC MARKET 
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sample and the results cannot be hence fully generalised to the entire population. Furthermore, the 
sample analysed counted 82 respondents and larger sample research would have clearly provided 
more reliable results.   
5.3  Opportunities for future research  
There  are  several  recommendations  for  future  research.  Because  of  the  quick  development  in  
e-commerce, replication studies may be useful to track the changes in consumer’s intentions and their 
drivers. Moreover, comparative study  examining intention drivers  in Czech Republic (or broadly in 
Central Europe) and in Western countries may be valuable to uncover the different patterns between 
developed markets in the West and less developed markets in Central (and Eastern) Europe. 
Researchers could also take in account other variables that may influence the intentions, for example 
shopping  orientation,  innovativeness  etc.  Also  the  relation  between  consumer’s  attitudes  towards 
shopping medicaments online and consumer’s intentions to shop medicaments online as proposed by 
TRA, TPB and TAM should be investigated. Other topic worth to research is the relation between 
intention to buy pharmaceuticals on the Internet and the online shopping medicaments as the actual 
behaviour, which is proposed by all three theoretical models.   
Perceived risk as the important predictor can be further researched; this research was focused on the 
existence  of  relation  of  perceived  risk  and  intention  to  shop  medicaments  online  and  the  more 
explanatory research of why the purchasing medicaments online is perceived so risky would be useful. 
Last but not least, the probability sampling should be used in future research and population outside 
Prague should be engaged in the survey. 
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